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H&H Group Advertising & Marketing Guidelines for
responsible and ethical communication to consumers

General advertising guidelines

1. All marketing communications have to be legal, decent, 3. All descriptions, claims or illustrations should be capable

honest and truthful. of substantiation. All communication including text, sound
and visual should accurately represent the product. Specific

2. The value of the product or service and pricing promoted  claims/propositions on packaging must reflect what is

in commercials or marketing communication must be clear ~ permissible according to local legislation.

for the consumer, including terms of access or usage.
4. Advertising should not mislead consumers about

potential benefits from the use of the product.
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5. We do not communicate messages that might misinform
consumers about competitor products or activities.

6. We need to ensure that the genuine commercial
intent of our marketing communications is transparent
and not disguised as, for example: market research,
consumer surveys, independent content, testimonials or
endorsements, whether by blog, video channel, private
posting on social media, etc.

7. When personal data is collected from consumers or users
and reqgulated by national or other authorities, individuals
concerned have to be clearly aware of the purpose of the
collection and of any intention to transfer the data to a
third party for marketing purposes in compliance with laws.

8. Our advertising should avoid exploiting current events or
misfortunes of others.
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9. The content of our communication must reflect good
taste and should not be seen as offensive or promoting
extreme behaviours such as violence or aggression,
excessive swearing, vulgarity and/or bad manners. We
should not advertise with the intention to shock, offend or
promote antisocial behaviours.

10. Our communication should not be aligned with any
specific ideological or political agendas. We should not be
seen as spreading propaganda or political beliefs.

11. Claims about environmental impact and social benefits
must be scientifically substantiated, comply with applicable
legislation and regulations, and be clearly understandable
to consumers. Environmental communications should focus
on avoiding greenwashing and adhering to best practices in
accordance with local regulations in this area.

12. In our third-party marketing, communications and brand
placements with retailers and suppliers, we must ensure
that our brand presence and positioning align with our
brand values and remain consistent.

13. Ensure that our advertising does not denigrate a
competitor or a category of products.



Healthy Lifestyle

1. Health benefit claims must have a sound scientific basis,
comply with applicable local legislation and regulations,
and be easily understood by consumers and pets parents.

2. Where possible and appropriate our advertising should
depict holistically healthy & energetic pursuits (such as a
balanced diet and regular exercise) instead of a sedentary
lifestyle

3. Unless the product is specifically designed as so, we
should not portray our products as meal replacements.
Where possible and appropriate, H&H products should be
promoted as part of a healthy and balanced diet.

4, Consumer communications must show the consumption
of products in a safe and adequate way, and not depict
persons engaged in unhealthy activities or excessive
consumption.

5. Our advertisements should not showcase extreme
scenarios or use either extremely thin or obese talents.
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Communication to children

1. We do not condone advertising or marketing activities
(I.e. sampling or promotion) directed at children aged
under 6 years old.

2. For communications supporting products designed for
kids aged 7 - 12 years old, we should not portray misleading
benefits that may include, but are not limited to, status or
popularity with peers.

3. We support the role of parents in our communication
and our advertisements should not undermine parents and
feature children seen as urging their parents to purchase
products.

4. Our advertising shall not encourage unhealthy mental
health outcomes or behaviours which may include, but are
not limited to creating urgency, anxiety and jealousy.

5. Sampling and promotional activities of products in
schools and at events will be done only with the prior
agreement and consent of the school administration
and event organizers. It should comply with applicable
legislation or regulations and should be accompanied by
educational nutritional messages.

6. We do not collect personal data from minors below 18
years for marketing communication purposes.




Supporting Breastfeeding

1. We acknowledge the importance of and support the
WHO International Code of Marketing of Breast-Milk
Substitutes (WHO Code or subsequent World Health
Assembly (WHA) resolutions).

2. We follow the Responsible Marketing of Breast-Milk
Substitutes Policy (BMS Policy) and we do not market
Complementary Foods as Breast-Milk Substitutes.
Marketing activities, marketing materials, informational,
and/or educational materials for infant formula from
birth to 12 months are not presented in such a way as

to discourage parents from breastfeeding or feeding
breastmilk to their infants. For details please refer to our

BMS policy (link)

Pet Marketing Guidelines

1. Ensure diversity in ownership (human) and breed.

2. Ensure keeping in line with nutritional vs. functional
guidelines based on whether the product is labeled as feed
or supplement.

3. Keep in mind that pet supplements are formulated to
support functions in healthy pets not to cure conditions.
Use of illnesses or symptoms of illnesses are not allowed.

4. When using claims with citations make sure to refer to
the Legal Claims for Zesty Paws and Legal Claims for Solid
Gold guidelines.

5. The citation of claims must be visible from 3-6 ft distance
and in a conspicuous location.



https://prd-website-media.oss-cn-hongkong.aliyuncs.com/hhglobal/hh-new/hh-website/sustainabilityReportPdfFile/Responsible%20Marketing%20of%20Breast-Milk%20Substitutes%20Policy_English(2024.07.11-10:46:08).pdf

Diversity, Equity and Inclusion

1. Marketing communications should exclude all forms of
discrimination (including but not limited to gender, age,
ethnic origin, disability, religion or sexual orientation) and
incorporate socially responsible themes.

2. Our advertising should aim to feature a diversity of
talents of all ethnicities, gender and age and provide
adequate representation where possible.

3. We should avoid communications that portray
stereotypes based on unfounded assumptions of consumer
segments.

4. We do not depict overly idealized scenarios in our
advertising and will make an effort to avoid tapping into
insecurities or feelings or being inadequate.

5. Our communications should not promote overly
idealized or unrealistic standards for beauty or other
aspects of a consumer’s lifestyle. We should promote
natural and healthy outcomes.

6. Minimise the use of visual retouching techniques and
filcers that alter permanent features, imperfections, or
body shape.

7. Aim to deploy advertising accessible to all (i.e. including
subtitles or transcription).
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Brand Ambassadors

1. Ensure that the reputation, lifestyle, and activities of
brand ambassadors align with our core values and ethical
standards.

2. Choose ambassadors who authentically represent the
brand’s mission and vision both publicly and privately.

3. Incorporate Diversity, Equity & Inclusion (DE&I)
considerations into the recruitment and selection of
ambassadors.

4. Ensure that all marketing activities involving brand

ambassadors comply with relevant local and applicable
advertising and endorsement regulations.



